Factors affecting the loyalty of students in Universitas Terbuka are investigated in this paper. The aim was to elucidate how all the variables such as trust, satisfaction and participation interrelate with one another. Loyalty was the dependent variable; trust, satisfaction and participation were the independent variables. Data were accumulated using instruments in the form of questionnaires. The population was students registered in the first semester of 2014. Respondents were taken purposively from 22 of 37 regional offices throughout Indonesia, representing the western and middle part of the country; 1,099 questionnaires from respondents were finally completed and processed. Two hypotheses were established and then assessed. Statistically, factor analysis, correlation and multiple regression were thoroughly utilized to comprehend the interaction and behavior of all variables engaged. The results showed that loyalty is significantly influenced by trust, satisfaction, participation and interaction between the independent variables. However, three out of four interaction variables contributed negatively to loyalty. Besides, the variances of independent variables, including their interactions, explain 60% of loyalty's variance.
INTRODUCTION
A customer is a person who buys a product or uses a service. Basically, producers hope to have many customers. In fact, there are so many similar products or services that customers can buy. What is the strategy to attract more customers? There should be a way to catch customers' attention. Many kinds of research show that producers should create customer loyalty. To a certain extent, loyalty is usually related to satisfaction, trust and other factors.
Whenever customers are satisfied with a product or services, they will buy or use them again. This happens because what they expect is at least similar to what they perceive (Kottler, 1990) . Like the product, a customer will come or buy goods or use a service in a certain store or company when they are satisfied by the services (Tariq For educational institutions, their customers mostly are students. Schools or universities are interesting places and the focus of many students if the schools are very good at giving the best product or service with successful alumni. Students also will look for educational institutions which offer excellent quality of services.
One of the educational institutions in Indonesia is Universitas Terbuka (UT). This university offers open and distance learning (ODL) where the students mostly learn by self-learning using various materials, written or electronic-based. The students do not need to come to certain places to study. They can study anywhere by using modules or the Internet. They can also involve in face-to-face tutorials or online tutorials.
ODL students are expected to be self-learners. They can participate in activities initiated by the university such as tutorials, seminars, or other curricular activities. This participation is of importance to the students. How do ODL students' learning experiences in participating in learning activities compare to face-to-face students? This question is hard to be answered because of two different circumstances of students (Chen, Gonyea & Kuh, 2008).
Participation, according to Jung et al. (2002) , is very much related to satisfaction.
It cannot be avoided that the more diligent students are, the more subject matter they can master. An indication of subject matter mastery is students' grades in examinations (Duckworth, Quinn, Tsukayama, 2011; Crocker & Algina, 2006). Having engaged in tutorials, discussions and other academic activities, it can be highly expected that students are more motivated to study harder.
There is also information related to customer and producer; it is called trust. This is something important that will influence long-term relationships (TRIF, 2013 
Participation
Customer participation has a relationship to customer loyalty (Solem, 2016) . Study from Holland and Baker (2001) showed that "how consumers' goals in visiting a website (task or experiential) affect their propensity to be site brand loyal and how characteristics of the site, including personalization and community, are related to brand loyalty". Customer could be anyone. Therefore, it could also be students. In their study, Zuo and Ratsoy (1999) concluded that students have an ability in doing their plans, accommodating other students' plan, and helping other students to reach their needs. They also found that students who were involved in organization had much greater influence than did students in general. Student must develop and sharpen their decision-making skills and commit to the plan which they have in order to be used in their future. 
Satisfaction

RESEARCH METHOD
The population was all UT's students who registered in the first semester of 2014. The sample was UT's students (as customers) who came to UT's regional centers to solve problems related to their admission process. Respondents were recruited using purposive sampling. According to Parasuraman Zeithaml, and Berry (1985) latent variables such as Services cannot be measured directly. To measure these kinds of variables, researchers need to measure customer perception. To measure students' loyalty, students' trust, students' satisfaction and students' participation, an instrument was developed. The scale was 5 (Likert scale). The research instrument then was distributed to these students.
Theoretically, the relationship between variables is shown in Figure 1 . All possible relationships, including the relationship between interaction variables and loyalty are drawn. Interaction between participation and satisfaction which influences loyalty means that satisfaction influences loyalty by considering the influences of participation on satisfaction. In this figure, the ellipses contain latent variables, and rectangles contain indicators. Theoretically, there is a chance that some independent variables are correlated. Furthermore, the theory says that they are related each other. As a consequence, this relationship will influence the process of forming a regression equation. The function of correlation analysis here is to see how strong the correlation between variables is.
In the regression process, if two independent variables are correlated and both influence the dependent variable, then the variable with the smallest contribution will be thrown out from the equation. Here, the regression analysis is to determine the mathematical relationship between trust, satisfaction, and participation, and their interaction with loyalty.
RESULT
Based on the validity test of items in the instrument, the correlation coefficient between item and total items in each latent variable was significant at p < 0.01. In addition, the instrument was reliable. This information can be seen in Table 1 . There were 1,099 respondents from 22 regional centers who completed the instrument. The respondents represented the west and middle of Indonesia. None of the students from eastern Indonesia sent the instrument back. These respondents were mostly students who came to regional centers and had problems with their admission process. In fact, some students did not give responses to some statements. Table 3 shows the coefficients' correlation between latent variables. It can be seen that all independent variables are correlated with each other and significant at p < 0.01. These variables, including their interactions are also correlated positively and significantly to loyalty. Trust and satisfaction correlated with each other with a coefficient r = 0.767**. Meanwhile, trust and satisfaction were also significantly correlated with Loyalty with a coefficient r = 0.719** and r = 0.713**. These coefficient correlation values were big enough in order to influence the regression equation. Table 4 shows the regression equation. This equation includes the interaction variables. It can be seen that all independent variables significantly contributed to students' loyalty with p < 0.01. However, three of four interaction variables had negative signs in regression coefficients. By involving in tutorials, discussions and other academic activities, it can be highly expected that students are more motivated to study harder. Students' participation is also an indicator of loyalty level and students' satisfaction (Chen, Gonyea & Kuh, 2008). Therefore, students' participation, students' satisfaction and trust will influence students' loyalty (Kunanusorn & Puttawong, 2015) . These relationships appear in Table 2 For every educational institution, especially UT in this case, students' loyalty must be considered as an important factor. Students' loyalty is influenced by some other factors, such as students' satisfaction, students' participation and students' trust. Meanwhile, some research shows that customers' loyalty is important in attracting customers. In addition,
